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ABSTRACT 
The market demand for mobile telephone services is growing at tremendous rates 
world-wide and will remain so for the coming years. There are 233,000 mobile 
telephone users in Hong Kong. As forecasted by the Office of the 
Telecommunications Authority, the number of users is expected to reach 1.1 million 
by 1998. The four mobile service providers in Hong Kong, namely, Hutchison, 
Hongkong Telecom CSL (CSL), Pacific Link and SmarTone, need to formulate 
aggressive marketing plans to tap the lucrative market. 
In this project, we used the multiattribute model to study the potential users' 
attitudes towards the above four mobile service providers and establish the 
competitive position of CSL in the market. One hundred fifty respondents at six 
selected MTR and KCR stations were interviewed. Convenience was found to be 
the most important benefit of using mobile phone service. They also focused more 
on making outgoing than receiving incoming calls. About 60% of them would 
seek information from friends and retail outlets before making purchase decisions. 
The top four evaluative criteria used were voice quality, network coverage, 
accessibility of network and no disconnection of calls. These four aspects of 
network performance were thought to be more important than after-sales services 
and pricing. Concerning the overall attitude towards the four service providers, 
Hutchison was the most preferred, closely followed by CSL. Pacific Link and 
SmarTone lagged behind, mostly in the areas of network performance and after-
sales services. However, they were more favorably perceived on service charges 
and pricing. Moreover, segmentation by demographics, benefits and attitudes of the 
respondents was conducted. We found that the distinction between segments 
identified by attitudes was not clear cut. Thus, we recommended that CSL use 
benefits and demographics as the bases for segmentation. 
Marketing strategy recommendations included an evaluation of CSL's network, the 
development of value-added features, improvements to after-sales services, use of a 
professional sales force, the establishment of more comfortable retail outlets, and 
the introduction of a referral incentive scheme. 
In view of the ever-changing purchase behaviors of potential users, regular studies 
to collect timely market information were highly recommended. 
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CHAPTER 1 
INTRODUCTION 
1.1 Purpose of Study 
Prediction of brand choice has been the interest of most marketers. In this study, 
we used the multiattribute model to diagnose the attitudes of potential users towards 
the four existing mobile telephone service providers in Hong Kong and predicted 
their brand preferences. By understanding their decision-making processes and 
reasons behind their brand preferences, we would be able to make some 
recommendations to the management of Hongkong Telecom CSL in formulating 
effective marketing strategies to tap the lucrative mobile market and outperform its 
competitors in the coming years. 
1.2 Market Overview 
The wireless telecommunications industry in Hong Kong, which is dominated by 
cellular and paging services, has been growing at a tremendous rate in the second 
half of the 1980s. 
Mobile telephone service was first introduced in Hong Kong on 12 January 1984 by 
Hong Kong Telephone. The system was later inherited by Hongkong Telecom CSL 
(CSL). It had an initial capacity of 6,000 customers, served by a network of 14 
base stations, mostly located on hill-top sites, and could only support earphones and 
very heavy transportable phones. 
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In 1985, the mobile telephone service was deregulated. Hutchison and Chinatel 
joined the market. They offered competitive mobile telephone systems that 
supported the usage of handheld phones which were lighter than those supported by 
CSL. In 1989，Chinatel was taken over by Pacific Link. 
In 1992, SmarTone was set up and became Hong Kong and Asia's first mobile 
phone operator using GSM digital cellular technology. 
The analogue mobile networks have a total capacity of about 200,000 users. CSL, 
Hutchison and Pacific Link ran out of capacity in early 1993. Only CSL could 
actively recruit new analogue mobile users thanks to the technology of sharing 
capacity within the network. 
To cope with the growing demand for mobile telephones, CSL, Pacific Link and 
SmarTone launched their digital mobile networks in 1993，whilst Hutchison was 
expected to offer digital mobile network service in 1994. 
The new digital networks offered by CSL, Pacific Link and SmarTone can 
accommodate up to 700,000 users, not including the new digital network capacity 
offered by Hutchison in 1994. The market is now prepared to see a new wave of 
competition among the four mobile service providers. 
1.3 Market Growth 
The market demand for mobile service is growing at tremendous rates world-wide 
and will remain so for the coming years. As extracted from an internal research 
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publication of Hongkong Telecom, the following are some of the 
macroenvironmental factors which are contributing to the market growth: 
1.3.1 Social Environment 
a. society has became more mobile; the need to stay connected is stronger 
b. general living standard has been improved; mobile communication is used for 
leisure, social contact and other non-business purposes 
c. advertisements from various mobile service providers have assisted in educating 
consumers about the need for mobile communications and establishment of 
brand images 
1.3.2 Economic Environment 
a. manufacturing's economies of scale 
b. mobile communications equipment has become cheaper 
1.3.3 Regulatory Environment 
a. deregulation of telecommunications policy has led to open competition and 
encouraged newcomers 
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1.3.4 Technological Environment 
a. the advancement of technology from analogue to digital has improved system 
capacity and features 
b. equipment has become smaller and lighter 
The number of mobile users has increased from 4,700 in 1985 to 233,000 in 1993. 
The market penetration rate is about 4%. Therefore the market shows great 
potential for both existing and potential mobile service providers. 
TABLE 1 
Growth of the Mobile Service Market 1990-93 
Year No. of Mobile Users Growth Rate (%) 
1990 101,000 “ 
1991 160,000 58.4 
1992 180,000 12.5 ^ 
^ 233,000 ^ 
1 Growth rate decreased in 1992 because of the saturation of available analogue spectrum. 
As indicated by the Office of the Telecommunications Authority (OFTA) in a press 
interview, the number of mobile users is expected to reach 1.1 million by 1998. 
Therefore the market holds many opportunities for newcomers. 
1.4 Market Share 
By May 1993, there were around 233,000 cellular customers in Hong Kong. 
Current industry estimates on the competitive market shares are as follows: 
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TABLE 2 
� Market Share of the Mobile Service Providers in 1994 
Service Provider Market Share (%) 
CSL E 
Hutchison 44 
Pacific Link 26 
SmarTone 4 
Total m 
1.5 Marketing Strategies of Mobile Service Providers 
Below is a summary of the marketing strategies of CSL, Hutchison, Pacific Link 
and SmarTone. 
1.5.1 Product Strategies 
1.5.1.1 Service Features 
Major features like call forwarding, call waiting and 3-party conference are 
provided by CSL, Hutchison and Pacific Link. SmarTone is a bit unfavourable in 
this area as it can only provide call forwarding at the moment. However, it will 
introduce more features in mid-1994. 
CSL is now offering the largest number of features associated with analogue 
network users. 
With the coming of digital networks, a lot of new features can be provided, like the 
value-added Messaging Service, voice-mail, electronic-mail and even fax-mail. 
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1.5.1.2 Mobile Phone Brands Used 
Currently, Hutchison is the sole selling agent of Citicomm of Motorola. The other 
brands which it sells include OKI, Panasonic and Hitachi. CSL sells Nokia, Ericsson, 
NEC，Mobira, Technophone and Hitachi. Pacific Link carries brands including 
Mobira, Toyocomm, NEC and Ericsson. SmarTone uses Motorola (excluding 
Citicomm), Nokia and Ericsson units. 
1.5.1.3 Number of Cell Sites 
By 1993, CSL possessed 200 cell sites, which is the largest number of base stations 
operating in one single cellular system in Hong Kong. Although Hutchison claimed to 
have 100 stations, they were used by two of its systems (TAGS & AMPS). 
Pacific Link has 54 stations, which is a bit behind its competitors, but the number 
keeps increasing. 
As a new player in the market, SmarTone did not want to disclose the number of its 
stations to the researchers, as this would cause an unfavorable image on its network 
coverage. 
1.5.1.4Network Coverage 
CSL advertises that it has the most comprehensive network coverage, including 
Outlying Islands, among the four operators. The digital mobile users can use their 
phones in the four tunnels and MTR stations (from Sheung Wan to Causeway Bay 
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and Prince Edward to Central). The service is expected to be extended to all MTR 
stations by 1994. 
The MTR stations coverage gives a competitive edge to CSL. However, Pacific 
Link and SmarTone have already started negotiation with MTR and CSL to offer 
similar services for their digital mobile users by 1994. 
1.5.1.5 Roaming Locations 
With roaming service, customers can enjoy the benefit of using mobile service when 
they are outside Hong Kong. All four operators offer roaming service. However, 
CSL has the largest number of locations, especially in the PRC. Over 100 major 
cities in the PRC are on its list, including Guangzhou, Beijing, Shanghai, Tianjin 
and Fujian. 
1.5.1.6 Customer Service 
All four service providers emphasize the quality of their customer service. Their 
retail outlets also provide after-sales and repair services to users. 
The normal repair turnaround time is 4 hours for both CSL and Hutchison, whereas 
the other two providers do not set specified targets. 
1.5.2 Pricing Strategies 
The tariffs of CSL, Hutchison and Pacific Link are similar. As seen in their 
advertisements, they distinguish themselves by the quality of service provided. 
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Only SmarTone wants to undercut the competition on price to encourage more new 
network users. 
Based on the number of free minutes and service features included, different 
package plans are offered to meet individual needs. Please refer to Table 4 for 
details. 
Only Hutchison and Pacific Link offer Installment Schemes. The underlying 
condition is that users must use the American Express Card for payment. 
To follow the IDD price reduction announced by Hongkong Telecom, all service 
providers revised their IDD tariffs. However, the reduction rates were different for 
individual providers. 
1.5.3 Distribution Strategies 
Retail outlets are established by the providers. There are sales representatives in 
the outlets to handle enquiries and walk-in customers. CSL and Hutchison have the 
same number of retail outlets, i.e., six, while SmarTone has three and Pacific Link 
has two. 
1.5.4 Promotion Strategies 
1.5.4.1 Advertising 
All four service providers use TV and print ads to build up their company and 
product images. 
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The theme for Hutchison and Pacific Link is system reliability. With the largest 
number of base stations and MTR coverage, CSL advertises its system coverage, 
clarity and security. SmarTone uses low pricing to distinguish itself from its 
competitors. 
1.5.4.2 Sales Teams 
Each service provider has individual sales teams. Major customers will be served by 
Account Managers and need not go to the retail outlets for service. 
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TABLE 3 
Marketing Strategies of the Mobile Service Providers 
Service Provider 
CSL Hutchison Pacific Link SmarTone 
Product Strategies 
No. of Features 8 6 6 1 
Available 
Call Forward X X X X 
Super Call 
Forward X X X 
Call Waiting X X X 
Busy Transfer X 
3-party 
Conference X X X 
Detailed Bills X 
Electronic 
Message X X 
Hotline Memory X 
Do Not Disturb X X 
ShareTone X 
Mobile Phone Nokia, Ericsson, Motorola, OKI, Mobira, Motorola, Nokia 
Brands Used NEC, Mobira, Panasonic & Toyocomm，NEC & Ericsson 
Technophone & Hitachi & Ericsson 
Hitachi 
No. of Cell Sites 200 100 54 No disclosure 
(for digital & (2 systems) 
analogue) 
Network Coverage 
(MTR) X -- -- " 
Roaming Locations China, UK, USA, Canada, Macau, China, China 
Singapore, Philippines, (Negotiating : 
Macau, Bahrain, China, UK, Malaysia) 
(Negotiating: Singapore, 
Thailand, Taipei) Macau, Thailand, 
New Zealand, UK 
Customer Service 
Normal Repair Not Not 
Turnaround Time 4 hrs 4 hrs Specified Specified 
(to be continued) 
11 
TABLE 3 (continued) 
Marketing Strategies of the Mobile Service Providers 
Service Provider 
CSL Hutchison Pacific Link SmarTone 
Pricing Strategies 
No. of Package Plans 9 3 3 3 
IDD Discounts 5.10% 8.19% 3% 5% 
Installment NONE AE Card: 12 inst. AE Card: 12 inst. NONE 




No. of Retail Outlets 6 6 2 3 
Promotion Strategies 
Object of System Coverage, System System Low Pricing 
Promotion Clarity & Security Reliability Reliability 
Promotional 
Channels: 
Print Ads X X X X 
TV Ads X X X X 
Sales Teams X X X X 
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TABLE 4 
Mobile Service Tariffs in Hong Kong as at January 1994 
Operator Plan Free Mins Per Free Features Monthly HK$/Mmute* 
Month Per Month Service 
Charge (HK$) 
Hongkong A “ 3 $2.00 
Telecom B 75 -- 560 $2.00 
CSL C -- ALL 590 $2.00 
D# 300 -- 590 $1.85 
(Analogue) E 100 1 600 $2.00 
F 325 3 995 $1.95 
G 700 5 1450 $1.80 
DD** 250 in DD 1 600 DD $1 
Others $3 
(GSM) 1200 -- 1850 DD $1.2 
Others $1.8 
Hutchison A -- -- 200 $5.0 
(Analogue) B 100 -- 575 $2.0 
C 600 -- 1450 $2.0 
Pacific A 100 -- 570 $1.95 
Link B -- -- 190 $4.75 
(Analogue) C 250 -- 770 $1.95 
Pacific A 100 -- 570 $1.95 
Link B -- -- 190 $4.75 
(Digital) C 250 -- 770 $1.95 
SmarTone Low Volume ~ ~ 120 $4.0 
(28/1/1993) Standard 100 -- 400 PK-$1 .6 
(Digital) OP-$1 .2 
High Volume 350 -- 700 PK-$1 .6 
OP-$1 .2 
* Chargeable Minutes 
# Carphone Package 
** Dusk to Dawn Hours (DD) - 6:00 PM to next day 9:00 AM 
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CHAPTER 2 
DECISION PROBLEMS AND RESEARCH OBJECTIVES 
2.1 Decision Problems 
One of the growth strategies of CSL is expansion of the mobile service market by 
recruiting more new users. With the introduction of the digital network, the 
capacity constraint is relieved. However, it needs an aggressive marketing plan to 
tap the potential market. 
Currently, the Mobile Marketing Department of CSL is conducting regular tracking 
studies to measure current mobile service users' attitudes towards the four service 
operators and measure current CSL users' satisfaction with its services. CSL has 
sufficient information about the current mobile service users for developing 
strategies to consolidate its customer base. Nonetheless, it lacks updated 
information about the attitudes and the brand selection processes used by the 
potential users, i.e., those who are not using mobile telephone service now but are 
interested to do so in the future. This project is designed to fill this information gap 
and will focus mainly on the potential mobile service users. 
The key decision problem faced by CSL is how to tap the potential market and 
recruit more new users. CSL intends to segment the potential market for better 
targeting. Segmentation may be done by using demographics, state-of-mind 
variables (i.e., attitudes and perceptions), and benefits as the segmentation bases. 
In order to develop an effective marketing plan to recruit new users, CSL needs a 
better understanding of the attitudes of the potential users towards the four service 
» 
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providers in Hong Kong. Based on customers' attitudes, CSL can establish its 
competitive advantages over the other three competitors, and develop marketing 
strategies accordingly. 
Besides, CSL needs to understand the decision making processes used by the 
potential users in selecting a mobile service provider, including the types of 
information they seek before making a decision and also the sources of information 
used. Finally, it is also important to determine whether consumer attitudes are 
related to their brand preferences. This research project was designed to collect 
information for solving these decision problems. 
2.2 Research Objectives 
The research objectives of this study were: 
1. To collect demographics of the potential users for market segmentation. 
2. To establish potential users' attitudes towards the existing four service 
providers for conducting competitive analysis and market segmentation. 
3. To understand the benefits which potential users look for in using a mobile 
telephone. 
4. To understand the decision making processes used by potential users in 
selecting a mobile service provider, i.e., the types of information sought and 
the sources of that information. 
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5. To identify the evaluative criteria used by potential users in selecting mobile 
telephone service providers and establish their relative importance. 
6. To explore the relationship between consumer attitudes towards the service 




In order to develop effective strategies for marketing their brands/products, many 
marketers are interested in knowing consumers' brand/product preferences, reasons 
underlying such preferences, and ways to influence or change consumers' 
preferences. The concept of attitudes and the multiattribute attitude models which 
are useftil to marketers for predicting brand choice and diagnosing consumers' 
brand choice behaviour were applied in this study to understand the potential mobile 
service users. 
3.1 Attitudes and Attitude Components 
According to Gordon Allport's classic definition, 
attitudes are learned predispositions to respond to an object or class of objects in 
a consistently favourable or unfavourable way (Wilkie, 1990). 
The point that attitudes are 'learned', probably through past experience or exposure 
to certain information, means that attitude change is possible. Marketers can 
modify their marketing mixes to change consumers' attitudes towards their products 
or brands. 
As attitudes are ‘predispositions to respond' to certain objects, knowing the 
consumer attitudes towards various brands can help marketers predict consumers' 
brand choices in the future. 
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The traditional model viewed attitudes as consisting of three separate components: 
cognitive, affective and conative. The cognitive component refers to the knowledge 
and beliefs that the person has about the attitude object. The affective component 
represents the person's feelings of like or dislike towards the attitude object. The 
conative component reflects behavioural tendencies towards the attitude object. 
However, the more recent viewpoint tends to define attitude mainly in terms of its 
affective component. Beliefs about the attitude object (cognitive component) are 
seen as determinants of the overall affect, which in turn influence the behavioural 
tendency (the conative component) (Engel, Blackwell, and Miniard, 1993). The 
multiattribute attitude models were developed focusing on the relations between 
cognition and affect. 
3 • 2 Multiattribute Attitude Models 
The multiattribute attitude models measure the cognitive component of the 
individual's attitude and provide an understanding of the attitudinal structure of the 
individual. The multiattribute attitude models consist of two main components. 
The first component is the individual's belief about whether the attitude object has 
certain important attributes. The second component is the weighting of each of the 
attributes (Lindgren, 1979). 
The major advantage of the multiattribute attitude models over simple affect and/or 
behavioural intention measurements is its diagnostic power. While overall affect 
and/or behavioural intention measurements provide an indication of the consumers' 
general attitude towards the product and can be used to predict future purchase 
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behaviour, it does not indicate why consumers have such an attitude and how we 
can change it. The multiattribute attitude models provide solutions to these 
questions. Through careful analysis of consumers' belief ratings on the 
product/brand attributes and the weight of the different attributes, the marketers can 
identify reasons behind consumers' product/brand choices. Marketers can then alter 
their marketing mixes accordingly to instill favourable product/brand attitudes 
among the consumers. 
The multiattribute attitude models can be applied in the marketing context for the 
following purposes (Engel, Blackwell, and Miniard, 1993; Wilkie, 1990): 
- M a r k e t segmentation: marketers can segment consumers based on the 
importance/weight they place on various attributes. 
- I d e n t i f y the relevant attributes for developing market positioning, product and/or 
communication strategies. 
- I d e n t i f y the strengths and weaknesses of the company's brand versus the 
competition in terms of customer perceptions and identify any undesirable 
misperceptions about the brand. With such understanding, appropriate 
marketing or attitude change strategies can be formulated to enhance one's 
competitive strengths and/or rectify one's weaknesses. 
- I d e n t i f y new product opportunities: findings from attitude studies that existing 
products/brands cannot fulfill customers' requirements on certain important 
attributes imply that there may be a gap for new products in the market. 
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- D e s i g n attitude change strategies such as increasing the belief ratings on key 
attributes for the brand; increasing the importance of a key attribute; adding an 
entirely new attribute to consumers' attitudes; decreasing the importance of a 
weak attribute; decreasing the belief ratings for competitive brands. 
In view of its diagnostic value and strategic implications, we have adopted the 
multiattribute attitude model in this project for studying potential customers' 
attitudes towards the mobile telephone service providers in Hong Kong. The model 
used in this study was the Importance-Adequacy Model which is stated as follows 
(Wilkie and Pessemier, 1973): 
n 
A j k = Z l i k B i j k i=l 
where Aj^ 二 consumer k，s attitude score for brand j, 
Ijk 二 the importance weight given attribute i by consumer k， 
Bijk= consumer k's belief as to the extent to which attribute i is offered by 
brand j, 
n 二 number of attributes. 
The Importance-Adequacy Model is a compensatory model for brand evaluation 
which is applicable for high involvement brand choice decisions. The model 
involves an evaluation of each brand individually across all attributes, i.e., 
processing by brand. It also assumes that the perceived strengths of a given 
alternative on one or more evaluative criteria can compensate for weaknesses on 
other attributes. It contrasts with the noncompensatory model, which assumes that 
consumers rate brands by one attribute at a time, i.e., processing by attribute. The 
perceived weakness of an alternative on one attribute cannot be offset by its strength 
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on another attribute. Such a decision rule is more applicable for low involvement 
brand choice decisions. As the choice of a mobile telephone service provider is 
most likely a high involvement decision, a compensatory multiattribute model is 
considered to be more appropriate for this study. 
Previous research studies on the relation between attitude and behaviour tended to 
imply that attitude scores obtained from the multiattribute models could predict 
behaviour/brand preference (Ajzen and Fishbein, 1979; Bass and Talarzyk, 1972). 
In this study, the attitude scores towards the four service providers, as measured by 
the Importance-Adequacy model, are used as a predictor for potential users' brand 
choice preferences. However, in order to test the validity of using attitudes as a 
predictor for behavioural intention, the potential users' brand preferences were also 




4.1 Exploratory Study 
The exploratory study was designed to investigate research objectives 2 to 5 (see 
pages 14 and 15) in a qualitative manner and to obtain inputs for designing the 
questionnaire for the descriptive study. 
4.1.1 Literature Search 
Articles and advertising in trade magazines and newspapers were collected in order 
to gain an understanding of the marketing strategies currently being used by the 
four service providers and the evaluative criteria used by consumers in selecting a 
mobile service provider. 
4.1.2 Interviews with Executives 
Two face-to-face interviews were conducted: one with the executive working in the 
Mobile Marketing Department of Hongkong Telecom CSL, and one with the 
executive working in Hutchison Telecom. The guide used for the executive 
interviews is included in Appendix A. 
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4.1.3 Interviews with Potential Customers 
Ten interviews (six face-to-face, four telephone interviews) were conducted with 
potential customers, defined as individuals who are not presently using mobile 
telephone service but are interested to use it in the future. The respondents were 
selected using the snowball design. The demographic characteristics of the 
respondents are shown in Table 5. 
TABLE 5 
Demographic Characteristics of the Potential Users 
Interviewed in the Exploratory Study 
Age S ^ Total 
Male Female 
2 0 ^ i 3 4 
‘ 35-49 5 1 6 
T o ^ 6 4 10 
1 As the study was designed to explore the various research objectives in a qualitative 
maimer, no attempt was made to control the proportion of male to female respondents 
as in the descriptive study. 
The interview guide for potential customers is included in Appendix B. 
4.2 Descriptive Study 
The descriptive study was designed to quantify the information obtained in the 
exploratory study for research objectives 2 to 5, to provide demographic data about 
the potential customers, and to explore the relationship between consumer attitudes 
and brand choice behaviour. Consumer attitudes (objective 2) were measured by 
using the Importance-Adequacy Model. 
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4.2.1 Survey Population and Sample Size 
The target population for the study were individuals aged between 20 and 49 who 
were not presently using mobile telephone service, but were interested to use it in the 
future. As a result of time and budget constraints, the non-probability quota sampling 
method was used. The total sample size was 150, which was determined by using the 
following formula: 
n = Z 2(p) (1-p) 
where 
n = minimum sample size for a representative sample of the potential 
customers 
Z = 1.96 (confidence level of 95%) 
H = maximum allowance for error between population and sample population, 
set at 8% 
p = 0.5 (when keeping Z and H constant, the largest sample size is required if p 
is set at 0.5) 
n = 1.96^(0.5? 
(0.08)2 
= 1 5 0 
In order to obtain a fair representation of male and female potential users in the 
sample, a quota of 80% male and 20% female respondents was set, based on the 
profile of existing mobile telephone service users. An age quota was also set to 
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ensure a fair representation of customers in different age groups. The distribution 
of the quota is summarized in Table 6. 
TABLE 6 
Quota Requirements of the Sample 
— 
Age Male Female Total 
2 0 ^ ^ 15 75 (50%)""" 
35-49 60 15 75 (50%) 
T o ^ 120 (80%) 30 (20%) 150 (100%) 
4.2.2 Sampling and Data Collection Procedure 
Three female interviewers were involved in collecting the data using face-to-face 
interviewing method. Six locations were selected for conducting the interviews, 
i.e., the entrances of the Wanchai, North Point, Tsimshatsui and Kwun Tong MTR 
stations and the Shatin and Taipo KCR stations. Each interviewer was assigned to 
conduct interviews individually at two locations. 
At the selected locations, the interviewers randomly approached people passing by 
and invited them to participate in the survey. The interviewer started each 
interview with the screening questions to check whether the potential respondent 
met the quota and proceeded only if he/she met the requirements. In case the 
individual refused to be interviewed or did not meet the quota, the interviewer 
selected another person for the interview. 
The fieldwork period was between 27 February and 13 March, 1994. 
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4.2.3 Questionnaire 
A structured questionnaire was designed with the findings collected from the 
exploratory phase as inputs. The questionnaire was divided into five sections: 
- S e c t i o n one contained the screening questions to make sure that the target 
respondent was a potential mobile telephone service user and met the age quota. 
- S e c t i o n two required respondents to rate the importance level of eight benefits of 
using a mobile telephone (based on the inputs from the exploratory study) using 
a 7-point scale with '0' representing ‘not important at all' and ‘6，representing 
‘extremely important'. 
- S e c t i o n three contained two questions to understand the respondents' 
information requirements in selecting service providers and the sources used for 
collecting such information. 
- S e c t i o n four applied the Importance-Adequacy Model in measuring respondents' 
attitudes towards the four mobile telephone service providers. Nine salient 
evaluative criteria identified in the exploratory study were included in the 
questionnaire. The respondents were asked to rate the importance of each of the 
nine criteria using a 7-point scale with ‘0，representing ‘not important at all，and 
‘6’ representing 'extremely important'. The respondents were also asked about 
the service providers that they were aware of and the one that they were likely 
to choose in the future. For each provider that the respondents were aware of, 
they were asked to use a 7-point scale to rate the extent to which the provider 
could provide each of the nine service criteria. 
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- S e c t i o n five contained questions to collect demographic information about the 
respondents. 
As the target respondents were Chinese, the English questionnaire was translated 
into Chinese before the pilot test. The wording and rating scales in the 
questionnaires were fine-tuned after several pilot interviews. The finalized Chinese 
questionnaire was back-translated into English to ensure that the meaning of the 
Chinese version corresponded to that of the English one. 





1. As non-probability quota sampling was used, it was difficult to determine the 
representativeness of the sample in this study. Though quota requirements 
were set for the interviewers to follow, the selection of respondents still had to 
rely on the personal, subjective judgement of the interviewers, who might have 
introduced bias in the selection process. Besides, self-selection bias might have 
entered into the sample as those potential users who were willing to be 
interviewed might possess specific characteristics which were different from 
those who refused to be interviewed. Both response and non-response errors 
might bias the results of the study. 
2. Instrument variation in terms of interviewers' differences in intonation, the 
probes used, and the degree of rapport with the respondents might have 
occurred, as three interviewers were involved in collecting the data for this 
study. It might affect the validity of the findings. 
3. The locations where the interviews were conducted, i.e., the entrances of the 
MTR and KCR stations, were busy places with many people passing by and a 
lot of noise. With such distractions, the reliability of the respondents' answers 
would be affected. 
4. The nine evaluative criteria used in the attitude measurement of the descriptive 
study were determined based on the findings of the qualitative study. However, 
as the sample size of the qualitative study was small, the list of salient attributes 
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obtained might not be exhaustive. Certain salient attributes might have been 
missed in the attitude measurement. 
5. As the target respondents were potential users of mobile telephone, many of 
them did not have knowledge about the service providers. Some respondents 
could not give ratings on some or all of the attributes relating to the providers 
even though they were aware of their names. As a result, the total attitude score 
for each of the service providers could only be computed using a rather small 
sample size of respondents who could give ratings for all nine attributes. 
6. The belief rating part of the descriptive questionnaire was quite lengthy. 
Maturation effects such as fatigue and boredom could affect the validity of the 
findings. This was particularly true for those respondents who were aware of 




6.1 Exploratory Study 
6.1.1 Benefits of Using Mobile Telephone 
From the interviews with the executives and the potential users, we found that 
customers tended to look for the following benefits in using mobile telephones: 
- s a v e time/convenience/no need to look around for phones; 
- g e t in touch with friends/family members easily (incoming and/or outgoing 
calls); 
- g e t in touch with colleagues/clients easily (incoming and/or outgoing calls); 
- g e t timely information; 
- a tool to make money. 
These benefits were included in the questionnaire of the descriptive survey for 
quantifying potential users' perceived importance of each benefit and for segmenting 
the potential market. However, as the potential users tended to differentiate the 
usage of mobile phones for incoming and outgoing calls, the second and third 
benefits listed above were split and modified into the following four benefits in the 
descriptive survey questionnaire: 
_ can be contacted by friends/family members anytime, anywhere; 
- c a n call friends/family members anytime, anywhere; 
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- c a n be contacted by colleagues/clients anytime, anywhere; 
- c a n call colleagues/clients anytime, anywhere. 
Using a mobile phone was once considered as ‘a status symbol，. However, none 
of the respondents in the exploratory study considered 'being a status symbol，as an 
important benefit of using a mobile phone. In order to confirm the findings, ‘being 
a status symbol' was also included in the benefit list. 
6.1.2 Evaluative Criteria Used in Selecting Mobile Telephone Service Provider 
Overall, seven salient evaluative criteria were identified in the exploratory study: 
- n e t w o r k coverage; 
- n e t w o r k quality, e.g., voice quality, no disconnection of calls, get connected 
easily; 
- s e r v i c e charges 
- p r i c e of telephone equipment 
- c h o i c e of telephone equipment provided 
- a v a i l a b i l i t y of roaming service (e.g., China) 
- q u a l i t y of customer service (mainly after-sales service, e.g., maintenance, 
enquiry) 
As network quality was considered a top priority evaluative criterion by many 
respondents, we thought that it should be defined in more specific terms like voice 
quality, accessibility of network, and no disconnection of calls. These three 
criteria, together with the other six mentioned above, were used in the Importance-
Adequacy model to measure consumers' attitudes towards the four service 
providers. 
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6.1.3 Types of Information Sought and Sources of Information Used 
The information sought by the potential users prior to selecting a service provider 
was highly related to the evaluative criteria they considered such as: 
- n e t w o r k coverage; 
- n e t w o r k quality; 
- s e r v i c e charges; 
- m o b i l e phone models available; 
- q u a l i t y of roaming service; 
- p r i c e of telephone equipment; 
- q u a l i t y of customer service. 
The major sources of information were: 
- f r iends / re la t ives ; 
- r e t a i l shops of service providers; 
- d i s t r i b u t o r s of mobile telephone equipment; 
- s a l e s representatives of service providers; 
- n e w s p a p e r advertising. 
The types and sources of information mentioned in the exploratory study were 
included in the descriptive study questionnaire as precoded responses. 
A summary of the findings obtained in the exploratory study is included in 
Appendix E. 
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6.2 Descriptive Study 
6.2.1 Demographic Characteristics of the Respondents 
A total of 150 respondents at 6 selected MTR and KCR stations were interviewed. 
The demographic profile of the respondents is shown in Table 7. 
As specified by the quota requirements, 120 male and 30 female potential users 
were interviewed. The age of the respondents was between 20 to 49, with 51.3% 
aged between 20 to 34 and 48.6% aged between 35 to 49. The age of the 
respondents spread across different age groups, with slightly more respondents 
falling in the 25-29 (23.3%) and the 35-39 (27.3%) age brackets and slightly fewer 
in the 45-49 age bracket (9.3%). 
With respect to education, the majority of the respondents were quite well-educated. 
Over 40% have received secondary education, 15.4% have studied Form 6 and 7， 
and 36.2% were university/college graduates. Only 7.4% have only received 
primary or lower education. 
The occupations of the respondents were quite diverse. There were 
managers/executives (20.0%), professionals (18.7%), sales representatives 
(14.0%), service workers (11.3%), clericals (9.3%), blue collars (7.3%), students 
(6.7%) and proprietors (5.3%). 
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More than half (54.4%) of them earned between $10,000 and 19,999 per month. 
One-fifth earned below $9,999, 14.1% earned between $20,000 and 29,999, and 
11.4% earned more than $30,000. 
Concerning the telecommunications products that the respondents were using, 58% 
of them had pagers and 4.7% had CT2s. One-seventh of them used both pagers and 
CT2s, while almost one-fourth did not have either of the above two items. 
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TABLET 
Demographic Profile of the Respondents 
Frequency Percentage 
Sex ‘ 
Male 120 80.0 
Female 30 20.0 
Total 150 100.0 
Age 
20-24 22 14.7 
25-29 35 23.3 
30-34 20 13.3 
35-39 41 27.3 
40-44 18 12.0 
45-49 14 9.3 
Total 150 100.0 
Education 
Primary or below 11 7.4 
Form 1 to 5 61 40.9 
Form 6 to 7 23 15.4 
Tertiary/university 54 36.2 
Total 149 100.0 
Occupation 
Manager/Executive 30 20.0 
Proprietor ^ 
Professional 28 18.7 
Clerical 14 9.3 
Sales representative 21 14.0 
Service worker 17 11.3 
Blue collar 2 11 7.3 
Student 10 6.7 
Others 11 7.3 
Total 150 100.0 
3 Monthly Personal Income 
Less than $9,999 30 20.1 
$10,000 - 19,999 81 54.4 
$20,000 - 29,999 21 14.1 
$30,000 or above 17 11.4 
Total 149 100.0 
Telecom Product Ownership 
Pager only 87 58.0 
CT2 only 7 4.7 
Both pager and CT2 21 14.0 
None 35 23.3 
Total 100^ 
‘ A s proprietor was found to be a distinctive group in the 'Others' occupation category, it was separated as an individual 
category in the analysis. 
2 The 'Manufacturing worker' category was reclassified as ‘Blue collar' to include other types of blue collar workers. 
3 The seven income ranges as stated in the questionnaire were regrouped into 4 categories in the analysis as the observed 
frequenices of some of the ranges were rather small，e.g., 6.7% for ‘Less than $4,999' and 2.7% for '$25,000-29,000'. 
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6.2.2 Benefits of Using Mobile Telephone 
Table 8 shows the mean importance ratings and the percentage of respondents who 
rated each of the benefit statements as relatively important (i.e., rating of 4 to 6). 
The findings indicated that the top three benefits which over three-fourths of 
respondents looked for were: (i) no need to search around for phones (4.92); (ii) 
calling friends/ family members anytime, anywhere (4.70); (iii) calling colleagues/ 
clients anytime, anywhere (4.69). 
The mean ratings for making outgoing calls either to friends/family members or 
colleagues/clients were relatively higher than that of being contacted by friends 
(4.23) or colleagues (3.93). This indicated that potential users would like to use 
mobile telephones for making outgoing rather than receiving incoming calls. It. also 
signified the potential threats of CT2 over mobile telephone. 
Using mobile telephone to get timely information (3.70) or to use it as a tool to 
. m a k e money (3.24) were not considered to be very important benefits. Similar to 
the findings of the exploratory study, the benefit of a mobile telephone as a status 
symbol received the lowest mean rating (2.77). 
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TABLE 8 
Benefits of Using Mobile Telephone 
Benefit Percentage of Respondents Mean Rating 
Rating 4-6 
(n=150) (n=15Q) 
No need to search around for phones when 
need to make calls 90.6 4.92 
Can call friends/ family members anytime, 
anywhere 88.0 4.70 
Can call colleagues/ clients anytime, 
anywhere 77.9 4.69 
Can be contacted by friends/ family 
members anytime, anywhere 74.7 4.23 
Can be contacted by colleagues/ clients 
anytime, anywhere 60.1 3.93 
Get timely information 50.6 3.70 
A tool to make money 40.0 3.24 
A status symbol 34.1 2.77 
6.2.3 Decision Making Process of Selecting a Mobile Service Provider 
6.2.3.1 Types of Information Sought by Respondents 
Concerning the types of information which the respondents would seek when 
selecting a mobile service provider, the top four were: (i) price of mobile phone 
(81.3%); (ii) service charges (61.3%); (iii) network coverage (52.0%) and (iv) 
network quality (49.3%). 
Only 2.7% of the respondents indicated that they would not look for any 
information at all. This matched with our assumption that selecting a mobile 
service provider is a high involvement decision, and most respondents need to look 
for information before making a decision. 
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6.2.3.2 Sources of Information 
More than eighty-five percent of the respondents expressed that they would seek 
information from friends, relatives and colleagues. This indicated the influence and 
importance of word-of-mouth on brand choice. The retail outlets of the mobile 
service providers also play a significant role in influencing respondents, as 67.3% 
of them would go to these outlets for information. 
About one-third of the respondents would rely on the information provided by 
mobile equipment vendors and newspaper advertisements. TV advertising was a 
less popular source of information (15.3%) when compared with newspaper 
advertising. This might be explained by the fact that TV commercials usually last 
less than a minute, and the information they contain is limited. The other possible 
reason is that the broadcast of TV commercials is pre-scheduled, and information 
may not be readily available to respondents when they need it. 
TABLE 9 
Information Sought When Considering Which 
Mobile Telephone Service Provider to Use 
Type of information Percentage of Respondents 
(n=150) 
Price of mobile phone 81.3 
Service charges 61.3 
Network coverage 52.0 
Network quality 49.3 
Models of mobile phone available 36.7 
Customer service quality 27.3 
Function of mobile phone 11.3 
Size of mobile phone 7.3 
Quality of mobile phone 4.7 
Reputation of the provider 3.3 
Others 1.3 
Do not look for any information ^ 
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TABLE 10 
Sources of Information 
Source Percentage of Respondents 
(n=15Q) 
Friends/relatives/colleagues 85.3 
Retail outlets of the providers 67.3 
Mobile telephone equipment vendors 33.3 
Newspaper advertising 32.7 
TV advertising 15.3 
Sales representatives of the providers 11.3 
Magazine advertising 8.0 
Leaflets/catalogues 5.3 
Others ^ 
6.2.4 The Evaluative Criteria Used by Respondents and Their Relative Importance 
As shown in Table 11，the four most important evaluative criteria used by the 
respondents (mean rating over 5) are: 
i. voice quality/clarity (5.56) 
ii network coverage (5.49) 
iii. accessibility of network (5.20) 
iv. no disconnection of calls (5.15) 
From the above findings, we can see that the respondents put a great deal of 
emphasis on network performance. Relatively less important evaluative criteria are: 
- after-sales service (4.82); 
- price of mobile phone (4.79); 
- service charges (4.73); 
- mobile phone models available (4.38). 
39 
Availability of roaming service (2.92) is least important. As this service is newly 
introduced to the market and mostly used by frequent travelers, the market 
awareness is still low and is not considered to be an important evaluative criterion 
by potential users. 
TABLE 11 
Importance Ratings on the Evaluative Criteria 
Evaluative Criterion Percentage of Mean Rating 
Respondents Rating 4-6 
(n=150) (n=150) 
Voice quality/clarity 100.0 J l e 
Network coverage 98.0 5.49 
Accessibility of network 83.9 5.20 
No disconnection of calls 84.7 5.15 
After-sales service 86.7 4.82 
Price of mobile phone 86.6 4.79 
Service charges 85.9 4.73 
Mobile phone models available 79.4 4.38 
Availability of roaming service 35.3 2.92 
6.2.5 Awareness of Mobile Service Providers 
Nearly all respondents were aware of CSL and Hutchison. The awareness level of 
Pacific Link and SmarTone was slightly lower, with 83.3% and 74.0% awareness, 
respectively. The findings are shown in Table 12. 
TABLE 12 
Service Providers of Which the Respondents Were Aware 
Service Provider Percentage of Respondent (n=150) 
Hutchison 
CSL 98.0 
Pacific Link 83.3 
SmarTone ] ± 2 
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6.2.6 Belief Ratings on the Evaluative Criteria 
The respondents' belief ratings of the four mobile service providers on the nine 
salient attributes are shown in Table 13. 
As the respondents were potential users and they might not have experienced the 
services of the four providers, some respondents could not give ratings on some or 
all of the attributes for a particular provider even though they were aware of it. 
This was particularly the case for Pacific Link and SmarTone, which were relatively 
new in the mobile service market. 
Hutchison got the highest mean score in network coverage (4.87), voice 
quality/clarity (4.78)，accessibility of network (4.60), no disconnection of calls 
(4.59), after-sales service (4.04)，and mobile phone models available (3.91). 
For network coverage, voice quality/clarity, accessibility of network, no 
disconnection of calls and after-sales service, CSL got the second highest scores. 
However, the scores were very close to those of Hutchison. It was only on the 
availability of roaming service that CSL got the highest rating (4.20 versus 3.72 for 
Hutchison). 
Pacific Link and SmarTone lagged behind Hutchison and CSL for the four attributes 
relating to network performance and the one relating to after-sales service. 
However, they were more favourably perceived on service charges and pricing of 




Belief Ratings on the Evaluative Criteria 
Mean Belief Rating 
Evaluative Criterion CSL Hutchison Pacific Link SmarTone 
n=147 n=149 n=125 n = l l l 
High voice quality/clear voice T J l 4?78 3 ^ 3 1 4 0 
Good network coverage 4.62 4.87 3.35 3.35 
Can access network easily 4.37 4.60 3.19 3.28 
No disconnection of calls 4.33 4.59 3.21 3.18 
Provides high quality after-sales 
service 3.95 4.04 3.49 3.37 
Price of mobile phone is 
reasonable 3.68 3.62 3.97 4.00 
Reasonable service charges 3.59 3.58 3.99 4.28 
Provides a choice of mobile 
phone models 3.43 3.91 3.62 3.35 
Provides high quality roaming 
service ^ ^ 2.05 
1 The mean rating of each attribute is based on the number of respondents who could give a 
rating between 0 and 6. As some respondents could not give ratings for some or all of the 
attributes for some of providers, the base of the mean figures tends to vary even for ratings 
of the same provider. 
6.2.7 Respondents' Attitudes Towards the Mobile Service Providers 
The Importance-Adequacy Model was adopted to calculate the total attitude scores 
for the four mobile service providers in Hong Kong. The weighted belief ratings 
and the total attitude scores for the four providers are shown in Table 14. 
Paired t-tests were used to test whether the differences in the weighted belief ratings 
and the total attitude scores between a selected pair of providers were statistically 
significant. The confidence level was set at 95%. 
Hutchison got the highest overall attitude score (190)，which was closely followed 
by CSL (183.42). They were perceived much more favourably by respondents than 
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Pacific Link (142.36) and SmarTone (146.39), whose scores were close to each 
other. 
For network coverage, voice quality and no disconnection of calls, Hutchison had 
significantly higher weighted belief ratings than CSL, which in turn was doing 
much better than SmarTone and Pacific Link. However, the differences between 
SmarTone and Pacific Link on those attributes were not statistically significant. 
With respect to accessibility of network, after-sales service and roaming service, 
respondents' attitudes towards Hutchison and CSL were not significantly different. 
But the scores for Hutchison and CSL were significantly higher than those for 
SmarTone and Pacific Link. 
For service charges, attitude towards SmarTone was significantly more favourable 
than that towards Pacific Link. Both providers got significantly higher scores than 
Hutchison and CSL. 
Pacific Link and SmarTone were significantly better than Hutchison on the price of 
mobile phones. However, their differences with CSL were not significant. 
For number of mobile phone models available, Hutchison's score was significantly 
higher than that of the other three providers. 
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TABLE 14 
Attitude Scores of the Service Providers 
Mean Weighted Belief Rating 
Evaluative Criterion CSL Hutchison Pacific Link SmarTone 
n=147 n=149 n=125 n = l l l 
High voice quality/clear voice 2 5 . 1 8 � 26.64 ^ 18.58 19.07 
Good network coverage 25.56 ^ 26.84 ^ 18.54 18.86 
Can access network easily 23.84 ^ 24.73 ^ 16.27 17.06 
No disconnection of calls 23.52 ^ 24.42 ^ 16.35 16.62 
Provides high quality after-sales 
service 19 .73� 19.89 匕 16.13 16.24 
Price of mobile phone is 
reasonable 17.87 17.51 19.42 g 19.93 ^ 
Reasonable service charges 16.91 17.06 18.52 ^ 20.74 e 
Provides a choice of mobile 
phone models 15.44 17.40 ^ 16.17 ® 15.54 
Provides high quality roaming 
service 11.28 b 11.06 b 6.02 6.50 
Mean total attitude score 183.42 ^ 190.00 ^ 142.36 146.39 
a Significantly higher than the scores of CSL, Pacific Link, and SmarTone at the 95%. 
confidence level. 
b Significantly higher than the scores of Pacific Link, and SmarTone at the 95% confidence 
level. 
c Significantly higher than the scores of CSL, Hutchison, and Pacific Link at the 95% 
confidence level. 
d Significantly higher than the scores of CSL, and Hutchison at the 95% confidence level, 
e Significantly higher than the scores of CSL at the 95% confidence level, 
f Significantly higher than the scores of SmarTone at the 95% confidence level, 
g Significantly higher than the scores of Hutchison at the 95% confidence level. 
6.2.8 Relationship Between Consumer Attitudes and Brand Preferences 
To test the validity of consumers' attitudes as a predictor of potential users' brand 
preferences, respondents were explicitly asked to state their brand preferences in the 
interviews. The findings are shown in Table 15. 
Hutchison was the most preferred provider, with 25.3% of the respondents 
considering use of its services in the future. It was followed by CSL and 
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SmarTone, which were preferred by 16.7% and 12.0% of the respondents, 
respectively. Pacific Link was the least preferred provider with only 2% of the 
respondents showing interest to use it. It was noteworthy that 44% of the 
respondents had not indicated any brand preference in the study. It implied that a 
substantial proportion of the potential users had not yet developed strong 
preferences towards any particular provider, and they were still open to more 
information before brand choice decisions would be made. 
To obtain the predicted brand preferences, the respondents' overall attitude scores 
on the four service providers were ranked (only the providers with valid overall 
attitude scores were ranked). The provider with the highest score was assigned as 
the most preferred provider. In case there was a tie in scores, one of the highest 
scoring providers was randomly assigned to be the preferred brand. The predicted 
brand preferences are shown in Table 16. 
The order of predicted brand preferences was the same as that of stated brand 
preferences. Hutchison was preferred by 25.3% of the respondents, followed by 
CSL (preferred by 20.7% of the respondents), SmarTone (3.3%), and Pacific Link 
(2.6%). However, it was noteworthy that the percentage of stated preferences for 
SmarTone (12.0%) was much higher than that of predicted preferences (3.3%). 
Cross-tabulation of two variables, predicted brand preferences and stated brand 
preferences was computed to determine how well consumer attitudes predicted 
brand preferences. The results are shown in Table 17. 
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Prediction was accurate for 56% of the valid cases (27 divided by 48). Accuracy 
was higher for respondents who preferred SmarTone (80.0%) and Hutchison 
(34.2%). 
The moderate level of correspondence between predicted and stated brand 
preferences might be caused by the following factors: 
- t h e nine salient attributes used in the attitude model were not exhaustive, and 
some other salient attributes had not been included in the model; 
- t h e method used to determine the predicted brand preferences was not sensitive 
when the respondents had close overall attitude scores for two or more 
providers. 
TABLE 15 
Stated Brand Preferences of the Respondents 





Pacific Link 2.0 




Predicted Brand Preferences of the Respondents 
Based on Overall Attitude Scores 
Service Provider Preferred Percentage of Respondents 
(n=150) 
Hutchison 2 5 3 
CSL 20.7 
SmarTone 3.3 
Pacific Link 2.6 
Cannot be determined 48.0 
Total lOQ.Q 
TABLE 17 
Cross-tabulation of Predicted and Stated Brand Preferences 
Predicted Brand Preferences Based on Attitude Scores 
Stated CSL Hutchison Pacific SmarTone Total 
Brand Preferences Link 
Frequency (%) Frequency (%) Frequency (%) Frequency (%) Frequency (%) 
CSL 9 (29.0) 2 (5.3) 0 (0.0) 0 (0.0) 11 (14.1) 
Hutchison 7 (22.6) 13 (34.2) 1 (25.0) 0 (0.0) 21 (26.9) 
Pacific Link 0 (0.0) 0 (0.0) 1 (25.0) 1 (20.0) 2 (2.6) 
SmarTone 3 (9.7) 7 (18.4) 0 (0.0) 4 (80.0) 14 (17.9) 
Don't know/ no 
comment 12 (38.7) 16 (42.1) 2 (50.0) 0 (0.0) 30 (38.5) 
Total 31 (100.0) 38 (100.0) 4 (100.0) 5 (100.0) 78 (100.0) 
6.2.9 Market Segmentation 
6.2.9.1 Segmentation by Demographics 
The demographic characteristics of the respondents were compared against the 
profile of the population aged between 20 to 49 to determine the demographic 
segments which were most likely to be potential mobile telephone users. The 
comparison is shown in Table 18. 
Research results indicated that the following demographic segments would have 
higher market potential: 
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- i n d i v i d u a l s who were better educated (51.6% of the respondents had 
matriculation or above education level, compared with 20% of the population); 
- o c c u p a t i o n a l groups like managers/executives/proprietors (25.3% of the 
respondents versus 7.4% of the working population); professionals (18.7% of 
the respondents versus 12.5% of the working population); sales representatives 
(14.0% of the respondents); 
- i n d i v i d u a l s with monthly personal income above $10,000 (79.9% of the 
respondents versus 14.9% of the working population). 
It would not be meaningful to use sex and age as segmentation variables in this 
study, as quotas have been set for them to control the representativeness of the 
sample. Nonetheless, males appear to be the primary potential user group, as 




Comparison of the Demographic Profile 




Male 80.0 51.0 
Female 20.0 49.0 
Total 100.0 100.0 
A g e ' 
20-24 14.7 15.7 
25-29 23.3 21.1 
30-34 13.3 21.9 
35-39 27.3 17.9 
40-44 12.0 14.6 
45-49 9.3 8.7 
Total 100.0 100.0 
Education ‘ 
Primary or below 7.4 26.2 
Form 1 to 5 40.9 53.8 
Form 6 to 7 15.4 5.9 
Tertiary/university 36.2 14.1 
Total 100.0 100.0 
Occupation 
Manager/Executive 20.0 n 7.4 
Proprietor 5.3 -
Professional 18.7 12.5 
Clerical 9.3 13.7 
Sales representative 14.0 NA 
Service worker 11.3 10.3 
Blue collar 7.3 22.9 
Student 6.7 NA 
Others 7.3 NA 
Total 100.0 --
Monthly Personal Income ^ 
Less than $9,999 20.1 63.1 
$10,000 - 19,999 54.4 10.7 
$20,000 - 29,999 14.1 2.1 
$30,000 or above 11.4 2.1 
Total 100^ 
1 Based on population aged between 20-49，N=2,738,559. Source: Hong Kong 1991 Population 
Census, Census and Statistics Department. 
2 Based on the working population, N=2,715,103. Source: Hong Kong 1991 Population Census, 
Census and Statistics Department. 
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6.2.9.2 Segmentation by Benefits 
Cluster analysis was computed on the respondents' importance ratings on the eight 
benefit statements to identify the potential customer segments which looked for 
similar benefits. The hierarchical clustering procedure using the average-linkage 
between-groups method and squared Euclidean distances as the distance measure 
was adopted for the analysis. The coefficients in the agglomeration schedule were 
used as a guideline in deciding how many clusters were needed to represent the 
data. Agglomeration was stopped as the increase between two adjacent steps 
became large. The agglomeration coefficients of the last 20 steps of the clustering 
procedure on respondents' benefit ratings is shown in Appendix F. 
An eight-cluster solution was determined based on the change in coefficients in the 
agglomeration schedule. The mean ratings of the benefit statements by the eight 
segments is shown in Table 19. 
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TABLE 19 
Mean Importance Ratings on the Benefit Statements 
by the Eight Benefit Segments 
Segment 
Benefit 1 2 3 4 5 6 7 8"“" Total 
n=66 n=42 n = 9 n = 5 n = 4 n = 2 n = 2 n = l n=131 
No need to search around 
for phones 5.14 5.05 4.56 5.60 5.00 5.50 6.00 1.00 5.07 
Can call friends/ family 
members anytime, 
anywhere 4.97 4.74 2.67 5.80 3.00 5.00 6.00 6.00 4.73 
Can call colleagues/ clients 
anytime, anywhere 5.17 4.50 2.89 5.60 4.25 6.00 -- 3.00 4.70 
Can be contacted by 
friends/ family members 
anytime, anywhere 4.64 3.83 2.22 5.80 2.50 2.50 6.00 6.00 4.19 
Can be contacted by 
colleagues/clients 
anytime, anywhere 4.77 3.12 2.33 3.80 4.00 1.00 -- 6.00 3.89 
Get timely information 4.74 2.29 2.33 3.60 5.25 -- 5.50 3.00 3.69 
A tool to make money 4.50 1.71 2.33 0.20 3.25 5.50 2.00 1.00 3.21 
A status symbol 3.15 1.43 4.00 4.40 0.75 -- 1.00 1.00 2.53 
% of total respondents 50.4 32.1 6.9 3.8 3.1 1.5 1.5 0.8 .100.0 
As the sizes of segments four to eight were rather small, we focussed our discussion 
on the first three segments, which accounted for 89.4% of the total respondents. 
The mean ratings on the evaluative criteria of mobile service providers, stated and 
predicted brand preferences, and the demographic characteristics of the three major 
benefit segments are summarized in Tables 20 to 22. They were examined to 
determine the profiles of the three major benefit segments. 
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TABLE 20 
Mean Importance Ratings on the Evaluative Criteria 
by the Three Major Benefit Segments 
Segment 
Evaluative Criterion 1 2 3 Total 
n=66 n=42 n ^ n=131 
Voice quality/clarity 5.64 5.50 5.33 5.57 
Network coverage 5.59 5.38 5.33 5.49 
Accessibility of network 5.41 5.36 5.13 5.39 
No disconnection of calls 5.43 5.43 5.13 5.39 
After-sales service 5.00 4.98 4.33 4.97 
Price of mobile phone 4.85 4.24 4.56 4.66 
Service charges 4.94 4.50 5.11 4.81 
Mobile phone models available 4.30 4.48 4.89 4.39 
Availability of roaming service 3.19 2.86 1.44 2.92 
TABLE 21 
Stated and Predicted Brand Preferences of the 
Three Major Benefit Segments 
Segment 
i 2 3 Total 
n=66 n 二 42 n=131 
“ (%) (%) (%) W 
Stated Brand Preferences 
CSL 10.6 21.4 -- 15.3 
Hutchison 19.7 33.3 11.1 24.4 
Pacific Link 1.5 -- -- 0.8 
SmarTone 15.2 9.5 11.1 13.0 
Don't know/no comment 53.0 35.7 77.8 46.6 
Total 100.0 100.0 100.0 100.0 
Predicted Brand Preferences 
CSL 37.8 44.0 40.0 39.7 
Hutchison 51.4 48.0 40.0 49.3 
Pacific Link 5.4 4.0 20.0 5.5 
SmarTone 5.4 4.0 -- 5.5 
Total 100.0 lOQ.Q 100.0 100.0 
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Table 22 
Demographic Characteristics of the 
Three Major Benefit Segments 
Segment 
i 2 3 Total 
n=66 n=42 n ^ n=131 
{%) m (%) W 
Sex 
Male 83.3 78.6 88.9 80.9 
Female 16.7 21.4 11.1 19.1 
Total 100.0 100.0 100.0 100.0 
Age 
20-29 33.3 33.3 33.3 34.4 
30-39 39.4 47.6 44.4 43.5 
40-49 27.3 19.0 22.2 22.1 
Total 100.0 100.0 100.0 100.0 
Education 
Primary or below 9.2 2.4 44.4 8.5 
Form 1 to 5 64.2 45.2 22.2 44.6 
Form 6 to 7 20.0 14.3 11.1 16.9 
Tertiary/university 24.6 38.1 22.2 30.0 . 
Total 100.0 100.0 100.0 100.0 
Occupation 
Manager/Executive 10.6 31.0 11.1 17.6 
Proprietor 6.1 2.4 22.2 5.3 
Professional 13.6 23.8 22.2 19.8 
Clerical 10.6 9.5 11.1 10.7 
Sales representative 22.7 11.9 ~ 16.0 
Service worker 18.2 7.1 11.1 12.2 
Blue collar 10.6 2.4 22.2 7.6 
Student 1.5 2.4 -- 3.1 
Others 6.1 9.5 -- 7.6 
Total 100.0 100.0 100.0 100.0 
Monthly Personal Income 
Less than $9,999 18.2 11.9 22.2 17.7 
$10,000 - 19,999 60.6 50.0 44.4 53.8 
$20,000 - 29,999 16.7 16.7 11.1 15.4 
$30,000 or above 4.5 21.4 22.2 13.1 
Total 100.0 100.0 100.0 100.0 
Telecom Product Usage 
Pager only 62.1 52.4 66.7 58.8 
CT2 only 3.0 2.4 -- 2.3 
Both pager and CT2 15.2 16.7 11.1 16.0 
None 19.7 28.6 22.2 22.9 
Total 100.0 100.0 100.0 100.0 
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Benefit Segment 1 accounted for over half of the total sample. This segment of 
respondents tended to look for multiple benefits in using a mobile telephone. 
Besides looking for convenience (gave mean rating of 5.14 on ‘no need to search 
around for phones'), they would like to use mobile telephones for both incoming 
and outgoing calls, with slightly greater emphasis on using it for calling 
colleagues/clients (5.17 versus 4.70 for the total sample). They were also more 
likely than the average potential user to consider mobile phone as a tool to make 
money (4.50 versus 3.21 for the total sample) and to get timely information (4.74 
versus 3.69 for the total sample). 
This segment of respondents was similar to the overall sample in their importance 
ratings on most of the evaluative criteria except for availability of roaming service 
(3.19 versus 2.92 for the overall sample). Overall, the respondents in this Benefit 
Segment were similar to the average potential user in their brand preferences. They 
were also close to the average potential users in their demographic characteristics, 
except that they were more likely to be sales representatives (22.7% versus 16% for 
the total sample) and service workers (18.2% versus 12.2% for the total sample). 
Benefit Segment 2 consisted of almost one-third of the total sample. This group of 
respondents was less sophisticated than the first segment in terms of its needs for 
using mobile telephones. They mainly needed mobile phones for making outgoing 
calls, rather than receiving calls (4.74 for calling friends/family members, 4.50 for 
calling colleagues/clients versus 3.83 for being contacted by friends/family 
members, 3.12 for being contacted by colleagues/clients). They were similar to the 
average potential user in terms of their importance ratings on the nine evaluative 
criteria and their brand preferences. Concerning demographic characteristics, it 
was found that respondents in this segment were more likely to be 
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managers/executives (31% versus 17.6% for the total sample) and professionals 
(23.8% versus 19.8% for the total sample). 
Benefit Segment 3 accounted for 6.9% of the total respondents. This segment used 
mobile telephones mainly because of convenience (4.56) and the status symbol that 
it carried (4.00 versus 2.53 for the overall sample). They placed heavy emphasis 
on service charges (5.11 versus 4.81 for the overall sample) and the mobile phone 
models available (4.89 versus 4.39 for the overall sample) in evaluating service 
providers apart from the general concern about their network performance. This 
group of respondents tended to be less well educated (44.4% have received primary 
or below education versus 8.5% for the total sample), and were more likely to be 
blue collars (22.2% versus 7,6% for the total sample) and proprietors (22.2% 
versus 5.3% for the total sample). 
6.2.9.3 Segmentation by Attitudes 
Cluster analysis was conducted on the respondents' importance ratings on the 
evaluative criteria to segment the potential users. The same method and distance 
measure was used as in the benefit segmentation analysis. The agglomeration 
coefficients of the last 20 steps of this clustering procedure are shown in Appendix 
G. 
Based on the change in coefficients in the agglomeration schedule, four clusters 
were identified. However, as the fourth segment comprises of only one respondent, 
we focus our discussion on the first three segments, which account for 99.3% of the 
total sample. The mean ratings on the evaluative criteria by the three major attitude 
segments is shown in Table 23. The mean ratings on the benefit statements, stated 
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and predicted brand preferences, and the demographic characteristics of the three 
major attitude segments are summarized in Tables 24 to 26. 
Segment 1 accounted for 38.1% of the total sample. This segment of respondents 
put heavy emphasis on network performance, after-sales service quality, service 
charges and the availability of roaming service in evaluating service providers. 
They were driven by the benefits of convenience (5.08), the ability to call 
colleagues/clients (5.04), and the ability to call friends/family members (4.90). The 
brand preferences and demographic profile of this segment are similar to that for the 
overall sample. 
Segment 2 accounted for 46.3% of the total respondents. This segment was very 
similar to the first segment in view of the high importance they placed on network 
performance, after-sales service quality, and service charges. The major 
differences between the two segments were that the second segment put relatively 
higher importance on the mobile phone models available (4.58), but lower 
importance on availability of roaming service (1.37). The benefits derived by using 
mobile telephone, their brand preferences, and their demographic profile were 
similar to that for the overall sample. 
Segment 3 consisted of 14.9% of the respondents. The potential users in this 
segment put higher than average importance on the price of mobile phones (5.00 
versus 4.69 for the total sample) but lower than average importance on network 
performance and after-sales service quality. Apart from using mobile telephones 
for social or business communications, these respondents were more likely than the 
average potential user to consider mobile phones as a status symbol (3.50 versus 
2.57 for the total sample). This segment of respondents tended to be younger 
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(45.0% were between 20-29), well educated (50% have received tertiary or 
university education) and working as managers/executives (45%). 
TABLE 23 
Mean Importance Ratings on the Evaluative Criteria 
by the Three Major Attitude Segments 
Segment 
Evaluative Criterion 1 2 3 Total 
n=51 n=62 n=2Q n=133 
Voice quality/clarity 5J3 5 ^ 8 SAO 5 ^ 5 
Network Coverage 5.65 5.58 4.70 5.47 
Accessibility of network 5.65 5.53 3.85 5.29 
No disconnection of calls 5.63 5.52 3.75 5.26 
After-sales service 5.22 5.13 3.65 4.92 
Price of mobile phone 4.67 4.60 5.00 4.69 
Service charges 4.96 4.82 4.05 4.74 
Mobile phone models available 4.22 4.58 4.40 4.40 
Availability of roaming service 4.80 1.37 3.05 2.93 
% of total respondents 38.1 ^ 99.3 
TABLE 24 
Mean Importance Ratings on the Benefit Statements 
by the Three Major Attitude Segments 
Segment 
Benefit 1 2 3 Total 
n=51 n=62 n=20 n=134 
No need to search around for phones 5.08 5.37 3.95 5.01 
Can call friends/ family members 
anytime, anywhere 4.90 4.65 4.55 4.74 
Can call colleagues/ clients anytime, 
anywhere 5.04 4.52 4.33 4.69 
Can be contacted by friends/ family 
members anytime, anywhere 4.24 4.16 4.35 4.23 
Can be contacted by colleagues/ 
clients anytime, anywhere 4.00 3.79 3.67 3.88 
Get timely information 3.86 3.67 3.27 3.70 
A tool to make money 3.22 3.25 3.07 3.20 
A status symbol 2.31 2.50 3.50 2.57 
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TABLE 25 
Stated and Predicted Brand Preferences 
of the Three Major Attitude Segments 
Segment 
i 2 3 Total 
n=51 n=62 n=2Q n=134 
(%) W (%) (%) 
Stated Brand Preferences 
Hutchison 23.5 29.0 5.0 23.9 
CSL 11.8 16.1 30.0 16.4 
SmarTone 11.8 14.5 15.0 13.4 
Pacific Link ~ 1.6 5.0 1.5 
Don't know/no comment 52.9 38.7 45.0 44.8 
Total 100.0 100.0 100.0 100.0 
Predicted Brand Preferences 
Hutchison 64.3 43.2 25.0 48.7 
CSL 28.6 45.9 50.0 39.7 
SmarTone 7.1 2.7 16.7 6.4 
Pacific Link -- 8.1 8.3 5.1 
Total 100.0 100.0 100.0 100.0 
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TABLE 26 
Demographic Characteristics of the 
Three Major Attitude Segments 
Segment 
5 2 3 Total 
n=51 n=62 n=20 n=134 
w (%) (%) m 
Sex 
Male 74.5 87.1 75.0 79.9 
Female 25.5 12.9 25.0 20.1 
Total 100.0 100.0 100.0 100.0 
Age 
20-29 41.2 27.4 45.0 35.8 
30-39 41.2 45.2 35.0 41.8 
40-49 17.6 27.4 20.0 22.4 
Total 100.0 100.0 100.0 100.0 
Education 
Primary or below 3.9 14.8 ~ 8.3 
Form 1 to 5 49.0 39.3 35.0 42.9 
Form 6 to 7 17.6 16.4 15.0 16.5 
Tertiary/university 29.4 29.5 50.0 32.3 
Total 100.0 100.0 100.0 100.0 . 
Occupation 
Manager/Executive 21.6 8.1 45.0 18.7 
Proprietor 2.0 8.1 10.0 6.0 
Professional 17.6 22.6 10.0 18.7 
Clerical 11.8 11.3 -- 10.4 
Sales representative 13.7 17.7 10.0 14.9 
Service worker 11.8 14.5 5.0 11.9 
Blue collar 7.8 9.7 -- 7.5 
Student 2.0 4.8 10.0 4.5 
Others 11.8 3.2 10.0 7.5 
Total 100.0 100.0 100.0 100.0 
Monthly Personal Income 
Less than $9,999 19.6 18.0 15.0 18.8 
$10,000 - 19,999 56.9 45.9 65.0 52.6 
$20,000 - 29,999 13.7 18.0 15.0 15.8 
$30,000 or above 9.8 18.0 5.0 12.8 
Total 100.0 100.0 100.0 100.0 
Telecom Product Usage 
Pager only 49.0 67.7 60.0 59.7 
CT2 only " 1.6 20.0 3.7 
Both pager and CT2 17.6 17.7 5.0 15.7 
None 33.3 12.9 15.0 20.9 
Total 100.0 100.0 100.0 100.0 
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CHAPTER 7 
IMPLICATIONS FOR MARKETING STRATEGIES 
7.1 Competitive Analysis of CSL Against the Other Three Mobile Service 
Providers in Hong Kong 
The competitive advantages and disadvantages of CSL over the other three mobile 
service providers is summarized in Table 27. The analysis was made based on the 
findings on the attitude scores of the four service providers (refer to Table 14). 
TABLE 27 
Competitive Analysis of CSL Versus 
the Other Three Service Providers 
Evaluative Criterion* Comparison of CSL against 
Hutchison Pacific Link SmarTone 
Voice quality/clarity + + 
Network coverage + + 
Accessibility of network ND + + 
No disconnection of calls - + + 
After-sales service ND ND + 
Price of mobile phones ND ND ND 
Service charges ND - -
Mobile phone models - + ND 
Roaming Service ND + + 
Overall Attitude - i i 
* The evaluative criteria are listed in decreasing order of importance, as perceived by 
respondents. 
+ Competitive advantage of CSL over the other provider 
- Competitive disadvantage of CSL over the other provider 
ND No significant difference perceived 
In the study, we found that CSL had no competitive advantage over its major 
competitor, Hutchison. Even worse, it was perceived as less favourable for three 
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out of the four most important criteria, i.e., voice quality/clarity, network coverage 
and no disconnection of calls. As these criteria were important to potential users, 
such perceptions would deter them from selecting CSL. 
For accessibility of network, after-sales service, price of mobile phone, service 
charges, and roaming service, there was no significant difference between CSL and 
Hutchison. 
As compared with Pacific Link and SmarTone, CSL was perceived as more 
favourable in the network performance areas. Service charges was the only area in 
which these two providers had a competitive advantage over CSL. 
7.2 Implications for Marketing Strategies of CSL 
The findings of this study have shed some light on the process of how potential 
users select a mobile service provider and the advantages and disadvantages of CSL 
versus its competitors. In this section, we will discuss their implications on the 
marketing strategies of CSL with the objective to help CSL identify the areas which 
need improvement/enhancement and, ultimately, to successfully recruit more 
potential customers. 
7.2.1 Target Market 
In the study, we have used three methods of segmentation to segment the market, 
i.e., by demographics, benefits and attitudes. We found that segmentation by 
attitudes did not provide segments with distinctive benefit and demographic profiles. 
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Therefore we recommend that CSL segment the market using a combination of 
benefits and demographics. 
Based on demographic segmentation, we would suggest that CSL target on 
individuals with monthly personal income of over $10,000, and particularly those 
managers/executives, proprietors, professionals, and sales representatives who have 
secondary education or above, since they are more likely than the average 
population to be potential mobile service users. 
Three segments were identified using benefits as the segmentation variable. 
Segment 1 tends to look for the benefits of convenience, and making both incoming 
and outgoing calls with friends/family members and colleagues/clients. This group 
is primarily composed of sales representatives and service workers. Segment 2 has 
greater requirements on making outgoing calls than receiving calls. People in this 
group are more likely to be managers/executives and professionals. Segment 3 uses 
mobile phone service for convenience and as a status symbol. People in this group 
tend to be less well educated and more likely to be blue collars and proprietors. 
Benefit segments 1 and 2 should be the focus, since they accounted for 82.5% of 
the total sample. The benefits that the respective segments looked for and the 
evaluative criteria that they particularly focussed on should be the points of 
emphasis when designing communication/promotion programs targeting at the 
specific segments and when selling to them. 
7.2.2 Product Strategies 
The findings suggested that consumer perceptions of CSL's network performance 
lagged behind that of Hutchison. It might be caused by actual bad network 
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performance or misperception on the part of the potential customers. As a result, 
CSL has to evaluate the technical performance of its network, as well as the 
effectiveness of its communication programs. 
Currently, CSL has the maximum number of cell sites. This implies a better 
network coverage and voice quality, as compared with Hutchison. However, as the 
two providers did not agree to disclose the exact locations of their cell sites, we 
cannot compare the geographical coverage of the sites. If the sites are not evenly 
distributed, e.g., all clustered in commercial areas, the users may not be able to 
make/receive calls in rural areas or may experience bad voice quality and 
disconnection of calls. CSL is advised to have an even distribution of cell sites to 
ensure a stable network service to beat Hutchison. 
For disconnection of calls, CSL should carry out further study to get more details 
about the cause of the situation, e.g., in which areas and at what times this 
frequently occurs. With more information in hand, CSL can take appropriate steps 
to rectify the situation. 
To outperform Hutchison, CSL should adopt a more aggressive approach to make 
its products and services stand out. In addition to improving the areas which are 
perceived as less favourable than Hutchison, more value-added service features and 
technology should be developed to substantiate its image as the leader in the mobile 
service market. 
In addition to product enhancement and development, customers are now more 
concerned about services. The level of after-sales service of CSL was perceived as 
better than SmarTone's, but not Hutchison's and Pacific Link's. Although this 
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criterion was rated fifth in the study, we believe that its importance should not be 
overlooked. This is because the first four criteria all concern network performance, 
followed by service level. Our recommendation is to improve the repair turnaround 
time, and support for customer enquiries, and increase the number of service 
centres, especially in commercial areas and big housing estates. 
As different mobile service providers sell certain brands of mobile phones, a 
potential user may select a service provider based upon the models he likes. As the 
study showed that the number of mobile phone models available through CSL was 
not to its competitive advantage, CSL may wish to source different brands to suit 
the different requirements of customers. Another strategy is to work closely with 
the manufacturers and require them to make constant improvements on the phones 
in terms of models and functions to meet changing market needs. 
Roaming service was rated as the least important attribute in selecting a mobile 
service provider. However, as more and more people are doing business with 
China and Asia Pacific countries, roaming service will be an upcoming trend in the 
mobile industry, and CSL can take a lead in this area in view of its good 
relationship with the Chinese government. 
7.2.3 Pricing Strategies 
Network service charges and the price of mobile phones were ranked after network 
performance and after-sales service in the study. Therefore we do not recommend 
that CSL compete directly with Pacific Link and SmarTone on pricing, although 
this was the only area in which they were perceived as being more favourable than 
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CSL. Instead, CSL can maintain its competitive advantages over them by 
improving value for money. 
7.2.4 Distribution Strategies 
As the front-gate of the company in the eyes of the public, the roles of retail outlets 
cannot be overlooked. The study showed that 67.3% of respondents would seek 
information from these outlets. The physical environment of the outlets may 
encourage or deter the potential users from going into the outlets. For example, if 
the outlet is always crowded with people, potential users may just past by. In this 
way, CSL may lose them to its competitors. 
7.2.5 Promotion Strategies 
As the study showed the importance of network performance in the evaluation 
process of potential users, promotion programs should put more emphasis on 
aspects like comprehensive coverage of the network, high voice quality, 
accessibility of the network, and no disconnection of calls. 
The majority of respondents in the study would ask for information from 
friends/relatives and colleagues. Therefore bad word-of-mouth will influence the 
brand preferences of potential users. CSL should monitor word-of-mouth by 
regularly collecting feedback from existing users and properly handling customer 
complaints. 
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Furthermore, an incentive scheme may be designed to encourage current users or 
staff to refer their friends and relatives to CSL. This will bring in more business as 
well as create a motivating environment for good word-of-mouth. 
A professional sales representative who is able to provide information and 
communicate the benefits of CSL's services to potential users may turn them into 





The market demand for mobile telephone services surges with rapid changes in the 
social, economic and technological environments. The digital mobile networks, 
which release the capacity constraints caused by the saturation of analogue 
networks, ignite a new wave of competition among the four existing mobile service 
providers in Hong Kong. 
In view of the fierce competition ahead, the study was carried out with the hope to 
provide CSL with some insights into the purchase behaviors of potential users and 
its competitive position in the market. The findings are not in any way conclusive. 
In addition to measuring existing users' satisfaction levels with CSL, regular studies 
to track the ever-changing expectations and buying behaviors of potential users are 
essential to provide timely market information to the management of CSL in 
formulating effective marketing strategies. 
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Appendix A Exploratory Study: Executive Interview Guide 




-get in touch with business partners/clients easily 
-trendy/novelty 
-symbol of social status 
-get in touch with friends/family members easily 
-convenience 
-get information quickly 
-any others 
2. What are the key evaluative criteria used by customers in selecting a mobile 
telephone service provider? Any others? 
For prompting: 
-network coverage 
-quality of network: clarity, no disconnection, get connected easily 
-pricing of network usage 
-pricing of telephone equipment 
-choice of telephone equipment: variety of models available 
-good customer service: pre-sale, post-sale 
-has China roaming service 
-any others 
3. What is the relative importance of the criteria that you have mentioned? 
4. What types of information will the potential customers look for before they 
decide on the mobile telephone service provider to use? What are their major 
sources of information? 
r 
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Appendix B Exploratory Study: Potential Customer Interview Guide 
1. Why are you interested in using a mobile telephone? What are the benefits of 




-get in touch with business partners/clients easily 
-trendy/novelty 
-symbol of social status 
-get in touch with friends/family members easily 
-convenience 
-get information quickly 
-any others 




-quality of network: clarity, no disconnection, get connected easily 
-pricing of network usage 
-pricing of telephone equipment 
-choice of telephone equipment: variety of models available 
-good customer service: pre-sale, post-sale 
-has China roaming service 
-any others 
3. What is the relative importance of the criteria that you have mentioned? How 
would you rank those criteria? 
4. What types of information will you look for before you select the service 
provider to use? Where will you look for the information? 
5. Which mobile telephone service providers in Hong Kong are you aware of? 
What is your perception of them (probe for each one that the respondent is 
aware of)? 
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Appendix C English Version of the Questionnaire 
Survey on Consumer Attitudes Towards Mobile Telephone 
Service Providers in Hong Kong 
Hello, I am a student of the Chinese University of Hong Kong. I am currently conducting 
research concerning mobile telephone service in Hong Kong. Would you please spare some 
time to answer a few simple questions. 
Section I Screening 
1. Are you using mobile telephone service now? 
Yes 1 (terminate) 
No 2 (continue) 
2. Are you interested in using mobile telephone service in the future? 
Yes 1 (continue) 
No 2 (terminate) 
3. May I know your age? (Let respondent read Show Card A) 
Below 20 1 (terminate) 
20-24 2 -
25-29 3 
30-34 4 (continue) 
35-39 5 
40-44 6 
45-49 7 — 
50 or above 8 (terminate) 
Section II 
4. The following are the benefits of using a mobile telephone. Could you tell me how impor-
tant is each of these benefits to you. Please use a seven point scale with '0' representing 'Not 
important at all' and 丨6丨 representing 'Extremely important'. (Let respondent read Show Card 
B) 
0 1 2 3 4 5 6 
1 J I I 1 1 1 
Not important Extremely 
at all important 
Don't know/no comment=9 
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Benefits (start with the item with a V ) Importance Rating 
( ) a. can be contacted by friends/family members anytime, anywhere 
( ) b. can call friends/family members anytime, anywhere 
( ) c. can be contacted by colleagues/clients anytime, anywhere 
( ) d. can call colleagues/clients anytime, anywhere 
( ) e. a status symbol 
( ) f. no need to search around for phones when need to make calls 
( ) g. a tool to make money 
( ) h. get timely information 
Section III 
5. What information will you look for when you are considering which mobile telephone 
service provider you will use? Any others? (Can choose more than one answer) 
(Do not read out) Do not look for any information 1 (go to Q7) 
Models of mobile phone available 2 
Price of mobile phone 3 
Service charges 4 
Customer service quality 5 
Network coverage 6 
Network quality 7 
Others (please specify) 
6. Where will you look for the above-mentioned information? Any others? (Can choose more 
than one answer) 
(Do not read out) Retail outlets of the providers 1 
Sales representatives of the providers 2 
Friends/relatives/colleagues 3 
Mobile telephone equipment vendors 4 
Newspaper ads 5 
TV ads 6 
Others (please specify) 
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Section IV 
7. The following are a number of criteria that people will consider when selecting a mobile 
telephone service provider. Would you please tell me how important is each of these criteria 
to you when evaluating a mobile telephone service provider. Please use a 7 point scale with 
'0' representing ’Not important at all' and '6' representing 'Extremely important'. (Let respond-
ent read Show Card B) 
0 1 2 3 4 5 6 
1 I I I I I I 
Not important Extremely 
at all important 
Don't know/no comment=9 
Criteria (start with the item with a v / ) Importance Rating 
( ) a. Network coverage 
( ) b. Voice quality/clarity 
( ) c. Accessibility of network 
( ) d. No disconnection of calls 
( ) e. Service charges 
( ) f. Price of mobile phone 
() g. Mobile phone models available 
( ) h . After-sales service (e.g., maintenance, enquiry) 
( ) i . Availability of roaming service (e.g., China) 
8. Which of the following mobile telephone service providers in Hong Kong are you aware 
of? (Can choose more than one answer) 
(Read out, start with the provider with a^/) 
Yes 
( ) H o n g Kong Telecom CSL. 1 一 
( ) H u t c h i s o n 2 If not aware 
( ) P a c i f i c Link 3 of any，go 
( ) S m a r T o n e • 4 � t o CI 
9 Which mobile telephone service provider will you most probably choose to use in the future? 
(Can choose one answer only) 
Hong Kong Telecom CSL 1 
Hutchison 2 
Pacific Link 3 
SmarTone 4 
Don't know/no comment 9 
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10. The following are statements which describe the service aspects of the mobile telephone 
service providers in Hong Kong. Please use a 7 point scale with '0' representing 'does not 
provide this service aspect at all' and '6' representing 'fiilly provides this service aspect'. (Let 
respondent read Show Card C) 
I believe that PROVIDER 
0 1 2 3 4 5 6 1 I I I I I I 
does not provide fully provides this 
this service aspect at all ‘ service aspect 
Don't know/no comment二9 
Let's start with (only ask about those providers that the respondent is 
aware of - refer to Q8，start with the provider with a V ) . 
(If the respondent claims that he/she has no experience with the provider, ask him/her to 
answer based on his/her perception.) 
Criteria (start with the item with a \ / ) 
( ) ( ) ( ) ( ) TCSL Hutchison Pacific Link SmarTone 
( ) a . Good network coverage 
( ) b . High voice quality/clear voice 
( ) c . Can access network easily 
( ) d . No disconnection of calls 
( ) e . Reasonable service charges 
( ) f . Price of mobile phone 
is reasonable 
( ) g . Provides a choice of mobile 
phone models 
( ) h . Provides high quality after-
sales service 
(e.g., maintenance, enquiry) 
( ) i . Provides high quality roaming 
service (e.g., China) 
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Section V Classification Data 
C1. Sex of respondent 
Male 1 
Female 2 
C2. What is your eduction level? 
Primary or below 1 
Form 1 to 5 2 
Form 6 to 7 3 
Tertiary/university 4 






Sales representative 4 
Service worker 5 
Manufacturing worker 6 
Student 7 
Others 8 
C4. What is your monthly personal income? (Let respondent read Show Card D) 
Less than $4,999 1 
$5,000 - 9,999 2 
$10,000-14,999 3 
$15,000- 19,999 4 
$20,000 - 24,999 5 
$25000 - 29,999 6 
$30,000 or above 7 
C5. Are you currently using any of the following telecommunications products? (Can choose 
more than one answer) 
(Read out) Pager 1 CT2 2 
End of questionnaire 
Thank the respondent 
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Show Card A 







50 or above 8 
Show Card B 
0 1 2 3 4 5 6 
1 I I I I I I 
Not important Extremely 
at all important 
Show Card C 
I believe that PROVIDER 
0 1 2 3 4 5 6 
1 I L I 1 1 1 
does not provide provides this 
this service aspect at all service aspect 
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Show Card A 
Less than $4,999 1 
$5,000 - 9,999 2 
$10,000-14,999 3 
$15,000- 19,999 4 
$20,000 - 24,999 5 
$25000 - 29,999 6 
$30,000 or above 7 
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有 1 結束訪問 
沒有 2 繼續 
2.請問你有沒有興趣在將來使用流動無線電話服務？ 
有 1 繼續 
沒有 2 結束訪問 
3.請問你今年幾多歲？（請受訪者參閱唔A) 
20歲以下 1 結束訪問 
20-24 2 n 
25-29 3 
30-34 4 I 繼續 
35-39 5 
40-44 6 
45-49 7 」 






0 1 2 3 4 5 6 





( )a .隨時隨地可以被朋友/家人找到 
( ) b .隨時隨地可以打電話俾朋友/家人 
( )C.隨時隨地可以被同事/客戶找到 
( ) d .隨時隨地可以打電話俾同事 /客戶 
( ) e •身份的象徵 
( ) f •無需四處找電話 
( ) g . 生 財 工 具 
































0 1 2 3 4 5 6 





( ) a . 綱 麵 蓋 面 
( ) b . 接 收 淸 晰 與 否 
( ) C . 打電話時容唔容易拿到線 
( ) d . 傾談時容唔容易斷線 
( ) e . 電 話 服 務 的 收 費 
( ) f . 流動無線電話的售價 
() g .所出售的流動無線電話的款式/型號 
()h .售後服務（例如：維修，查詢服務） 





( )電訊 C S L 1 
()和記(Hutchison) 2如一間都末 













我 覺 得 綱 方 面 
0 1 2 3 4 5 6 






( ) ( ) ( ) ( ) 
電訊 和記 訊聯 數碼通 
(由有 V 的句子開始問） CSL (Hutchison) (Pacific (SmarTone) 
Link) 
( ) a . 綱 • 蓋 全 面 一 一 一 一 
( ) b . 接收淸晰無雜音 一 一 — 一 
( ) C .打電話時容易拿到線 一 _ 一 _ 
( ) d . 傾談時唔容易斷線 一 一 一 — 
( ) e . 電話服務收費合理 一 一 — 一 
( ) f . 流動無線電話的售價 
合理 一 — 一 --— 
( ) g . 搬多種流動無線電話 
款式/型號給客戶選擇 — — — — 
( ) h . 搬高質素的售後服務 
(例如：維修，查詢服務）一 一 一 — 















經理/行政人員 1 服務從業員 5 
專業人士 2 m m m j i x 6 
文員 3 學生 7 
營業代表 4 其他 8 
C4你個人每月收入是：（請受訪者參閱唔D) 
少過 HK$4，999 1 
$5,000 - 9,999 2 
$10,000 - 14,999 3 
$15,000 - 19,000 4 
$20,000 - 24,999 5 












卜 以 以 或 8-494949S 
------
05050 2234  
A W J s 
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Show Card B 
0 1 2 3 4 5 6 




Show Card A 
我覺得 «這方面 
0 1 2 3 4 5 6 1 I I I I I I 
完全做不到 做得極之好 
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Show Card A 
少過 HK$4，999 1 
HK$5,000 - 9,999 2 
HK$10,000 - 14,999 3 
HK$15,000 - 19,999 4 
HK$20,000 - 24,999 5 
HK$25,000 - 29,999 6 
HK$30,000 或以上 7 
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Appendix E Findings of the Exploratory Study 
1. Benefits of using mobile telephone mentioned by the executives and potential 
customers: 
Benefit Executives Potential 
(No. of mentions) Customers 
(No. of mentions) 
Save time/convenience/no need to look 
around for phones 2 10 
Get in touch with friends/family members 
easily (incoming or outgoing calls) 2 8 
Get in touch with colleagues/clients easily 
(incoming or outgoing calls) 2 7 
Get timely information 1 6 
A tool to make money 1 1 
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2. Criteria used by mobile telephone users in selecting service providers and the 
relative importance of the criteria 
a. Findings from the executive interviews: 
Criterion No. of Rank 
Mentions 1 2 3 4 5 6 7 
Network coverage 2 1 1 - - - - -
Network quality: voice quality, no 
disconnection, get connected 2 1 1 - - - - -
easily 
Service charges 2 - - - 1 1 - -
Availability of roaming service 
(e.g., China) 2 1 - 1 -
Choice of telephone equipment 
provided 2 1 - - - 1 
Price of telephone equipment 1 - - 1 - - - -
Good customer service 1 - - - 1 - -
b. Findings from the potential customer interviews: 
Criterion No. of Rank 
Mentions 1 2 3 4 5 6 7 
Network coverage 10 3 3 4 - - - -
Network quality: voice quality, no 
disconnection, get connected 
easily 10 4 4 1 1 - - -
Service charges 7 1 - 1 3 2 - -
Availability of roaming service 
(e.g., China) 6 2 1 - 1 2 
Choice of telephone equipment 
provided 5 - - - 1 1 - 1 
Price of telephone equipment 7 1 1 - 2 1 2 -
Good customer service (mainly 
concerned about after-sales 
service, e.g., maintenance, 10 1 2 - 2 3 2 -
enquiry) 
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3a. Types of information sought before selecting a mobile telephone service 
provider 
Information Executives Potential 
(No. of mentions) Customers 
(No. of mentions) 
Network quality, e.g., voice quality, 2 8 
reliability 
Service charges 2 8 
Network coverage 2 5 
Quality of customer service (e.g., after-sales 
support) 1 4 
Mobile phone models available 1 3 
Quality of roaming service 1 2 
Price of equipment - 2 
3b. Sources of information 
Source Executives Potential 
(No. of mentions) Customers 
(No. of mentions) 
Friends/relatives 2 9 
Retail shops of service providers 1 7 
Sales representatives of service providers 1 1 
Distributors of mobile telephone equipment - 1 
Newspaper advertising - 1 
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4. Awareness of mobile telephone service providers and perceptions of them 
Service Awareness Strengths Weaknesses 
Provider (No. of 
Mentions) 
CSL 10 - good network coverage (2)* - poor network quality (1 ) 
-good China roaming service(l) - poor customer service (1) 
-good customer service (1) 
Hutchison 10 - good network coverage (4) - no choice of service charge 
-good network quality (1) package (1) 
-well established, good - insufficient billing 
reputation in the market (1) information (2) 
-mobile phone models - no digital service (1) 
available (1) - poor customer service (1) 
Pacific Link 8 - lower service charges (1) - network not reliable (1) 
-good network quality (1) - network coverage not wide 
-aggressive (1) enough (1) 
SmarTone 3 - lower service charges (1) 
* Number in brackets refers to the number of mentions 
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Appendix F Agglomeration Coefficients of the Cluster Procedure on 
Respondents' Ratings on the Benefit Statements 























Appendix G Agglomeration Coefficients of the Cluster Procedure on 
Respondents' Ratings on the Evaluative Criteria 
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